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Travel  Alberta  is  the  tourism  marketing  agency  of  the  Government  of  Alberta.  Created  on  April  1,  2009  by  authority 
of  the  Travel  Alberta  Act,  the  Corporation  is  governed  by  a Board  of  Directors  appointed  by  the  Government  of 
Alberta  and  is  subject  to  the  provisions  of  the  Public  Agencies  Governance  Framework.  The  Travel  Alberta  Act 
embodies  the  principles  of  this  framework.  The  foundation  for  good  governance  is  spelled  out  in  the  Roles  and 
Mandate  Document,  an  agreement  between  the  Minister  of  Tourism,  Parks  and  Recreation  and  Travel  Alberta. 

This  document  will  be  reviewed  regularly  by  Travel  Alberta  and  the  Ministry  to  ensure  roles  and  responsibilities 
continue  to  be  well  defined. 
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Honourable  Cindy  Ady 

MINISTER  TOURISM,  PARKS  AND  RECREATION  MARCH,  2011 

229  LEGISLATURE  BUILDING 
10800  - 97  AVENUE 
EDMONTON,  ALBERTA  T5K  2B6 


Smith 

■avel  Alberta 


Dear  Minister, 

Travel  Alberta’s  strategic  direction,  updated  in  this  Business  Strategy  2011-2014,  has  proven  effective  over 
the  past  year.  Crown  corporation  status  has  allowed  Travel  Alberta  to  apply  discipline  and  transparency  to  all 
that  we  do  and  moved  us  measurably  closer  to  our  vision  of  becoming  the  pre-eminent  tourism  marketing 
agency  in  Canada.  Committed  leadership,  a sustainable  funding  model,  strengthened  relationships  with  the 
Canadian  Tourism  Commission  and  Alberta  industry  and  a focused  strategy  all  contributed  to  the  solid 
foundation  that  we  will  now  build  upon  over  thfe  next  three  years. 

This  business  strategy  details  our  plan  to  fulfill  our  marketing  mandate,  in  accordance  with  the  Travel  Alberta  Act. 
The  mandate  is  to:  market  the  tourism  assets,  attractions  and  opportunities  present  in  Alberta  in  domestic, 
national  and  international  markets,  promote  Alberta  as  a destination  and  to  assist  Alberta’s- tourism  industry 
operators  to  market  their  products. 

This  business  strategy  will  produce  measurable  results  for  which  we  on  Travel  Alberta’s  Board  of  Directors  are 
accountable.  We  are  confident  the  plan  will  achieve  the  results  we  have  targeted  during  a challenging  global 
economic  climate. 


Sincerely, 


This  business  plan  will 

produce  measurable  _ „ . , 

Quincy  Smith 

results  for  which  we  „ . 

Chair 

on  Travel  Alberta’s  Trave,  A,berta 
Board  of  Directors 
are  accountable. 
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message  from  the 
Chief  Executive  Officer 


Bruce  Okabe 
CEO,  Travel  Alberta 


Discipline  and  business  focus 
is  the  basis  of  this  updated 
three-year  Business  Strategy, 
H which  builds  on  the  foundation 
| created  in  2009-1 0 and  refines 
£ targets  that  are  achievable 
jjj  in  2011-14. 
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Global  and  local  indicators  are  telling  us  that  although 
economic  recovery  has  been  slower  than  anticipated  and 
consumer  confidence  is  fragile  in  all  Travel  Alberta’s  key 
markets,  there  is  reason  for  optimism.  After  a reduction 
in  overnight  travel  to  Alberta  in  2009,  The  Conference 
Board  of  Canada  (Travel  Markets  Outlook,  Autumn  2010) 
is  forecasting  visitation  growth  from  2011-2014,  that  is 
slightly  better  than  the  national  average.  Last  year  we 
worked  hard  to  build  the  foundation  that  will  permit  us 
to  deliver  on  our  strategy.  The  groundwork  included 
recruiting  top  people  into  our  organization,  initiating  our 
brand  journey  consultation  with  industry  and  applying 
contemporary  strategic  thinking  across  the  board. 

As  a result  of  a deep  global  recession  over  the  past 
two  years,  our  new  reality  is  reduced  budgets  that 
are  forecasted  to  remain  largely  flat  until  at  least  2014. 
Competition  from  lower  cost  exotic  destinations  and 
the  strength  of  our  Canadian  dollar  will  continue  to  affect 
us  over  the  short  term  to  medium  term.  Having  a strong 
brand  that  differentiates  Alberta  and  inspires  travellers 
to  come  here  and  explore  our  province  is  a crucial 
cornerstone  to  our  strategy.  This  coupled  with  a rigorous 
process  to  ensure  every  marketing  dollar  we  invest  is 
targeted  at  the  right  markets  and  the  right  customers, 
will  form  the  backbone  of  our  activities  during  this  period. 


Significant  opportunities  include  the  emerging  market 
of  China,  new  direct  air  access  from  other  markets, 
notably  Japan  and  signs  that  Americans  are  travelling 
once  again.  Our  strategy  is  to  leverage  these  high  yield 
opportunities  while  growing  visitation  from  our  traditional 
markets.  We  will  also  focus  in  the  coming  year  on  rolling 
out  our  brand  and  better  aligning  our  strategy  with  industry 
and  other  stakeholders.  A key  initiative  to  further  integrate 
Travel  Alberta  will  come  April  1,  2011  when  our  regional 
team  will  become  a part  of  the  Corporation  and  establish 
a permanent  Edmonton  office. 

Driving  performance  and  measuring  it  underpinned 
everything  Travel  Alberta  has  accomplished  in  the  past 
year  and  Travel  Alberta  will  work  to  ensure  that  this 
momentum  continues  over  the  next  three  years  guided 
by  this  Business  Strategy. 

Discipline  and  business  rigour  is  the  basis  of  this 
three-year  Business  Strategy,  which  is  even  more  sharply 
focused  on  results.  To  this  end  we  have  simplified  our  key 
initiatives  to  five  from  seven  and  have  pared  down  our 
measurable  actions  to  16  from  31  for  efficiency. 

Our  mission  is  to  grow  tourism  revenues  with  compelling 
invitations  to  experience  Alberta.  Travel  Alberta’s 
overriding  goal  is  to  enable  industry  to  grow  revenues 
to  $6.0  billion  by  2014  from  $5.4  billion  in  2009  (latest 
actual  data  available  from  Statistics  Canada). 


Our  mission  is  to  grow 
tourism  revenues  with 
compelling  invitations  to 
experience  Alberta. 


Our  mission  will  be  fulfilled  over  the  next  three  years  with 
these  five  strategic  initiatives  and  16  actions  detailed  in 
this  Travel  Alberta  Business  Strategy  2011-2014: 

1.  Bring  brand  to  life 

Implement  a unifying  tourism  brand  strategy 
Tell  our  brand  story 

Connect  brand  and  visitor  experiences  ^ 


2.  Create  customer  intimacy 

Drive  Explorer  Quotient™  (EQ™)  segmentation 
Harness  the  power  of  social  media 


3.  Defend  and  grow  business 

Drive  return  on  investment 
Seize  emerging  marketing  opportunities 
Harmonize  consumer  experience  messaging 
Build  and  share  market  intelligence 
Grow  visitation  from  non-domestic  markets 


4.  Engage  stakeholders 

Drive  marketing  alignment  across  industry 

Grow  industry  marketing  capability 

Support  tourism,  developing  market-ready  projects 


5.  Nurture  organizational  excellence 

Foster  team  collaboration 
Nurture  innovative  leadership 
Build  vacation  experience  expertise 


This  strategy  has  been  endorsed  by  the  Strategic  Tourism 
Marketing  Council,  the  volunteer  industry  body  that  advises 
both  the  Minister  of  Tourism,  Parks  and  Recreation  as  well 
as  Travel  Alberta  on  issues  affecting  tourism  marketing. 

This  business  plan  has  been  approved  by  the  Board  of 
Directors  of  Travel  Alberta.  We  are  confident  that,  together 
with  Alberta’s  tourism  industry,  our  strategies  will  be 
effective  in  achieving  goals  that  we  have  set  for  ourselves 
over  the  next  three  years. 

Our  Travel  Alberta  team  is  guided  by  the  principles  of  trust, 
respect,  collaboration  and  integrity  and  our  decisions  are 
grounded  in  solid  business  values: 

• Excellence  drives  everything  we  do 

• We  embrace  teamwork 

• We  foster  innovation 

• We  plan  for  and  are  accountable  for  results 

These  principles  and  values  will  guide  us  in  implementing 
our  strategy  through  our  16  identified  core  initiatives.  As 
we  look  to  the  horizon  with  our  feet  firmly  planted  on  the 
ground,  I am  confident  we  have  what  it  takes  to  achieve 
our  vision  to  be  the  pre-eminent  tourism  marketing  agency 
in  Canada.  /) 


Chief  Executive  Officer 


context 


Canada 


WORLD  VIEW 


Alberta  is  a haven 
for  the  young  in 
spirit  in  our  safe  and 
modern  cities  and 
quaint  towns;  all  in 
the  midst  of  some 
of  the  most  beautiful 
scenery  on  earth. 


Economic  recovery  has  been  slower  than  anticipated 
and  consumer  confidence  continues  to  be  fragile  in  all 
our  key  markets.  Indeed  our  two  largest  non-Canadian 
markets,  the  U.S.A.  and  the  U.K.,  continue  to  face 
economic  challenges.  A strong  Canadian  dollar  has 
been  hovering  close  to  parity  with  the  American  dollar, 
making  outbound  travel  from  Canada  much  more 
attractive  to  Canadians  who  we  are  trying  to  convince 
to  vacation  in  Alberta.  Other  factors  that  have  led  to 
a decrease  in  Canada’s  travel  market  share  include 
security  concerns,  greater  demand  for  short-haul  travel 
and  fierce  competition  from  other  destinations.  The 
emphasis  on  value  has  increased  and  can  be  expected 
to  be  the  deciding  factor  in  consumer  purchase  behavior 
for  the  foreseeable  future. 

One  of  Canada’s  greatest  challenges  over  the  next 
few  years  will  be  to  improve  its  eroding  competitive 
positioning.  Canada’s  market  share  of  foreign  travellers 
has  fallen  more  than  18  per  cent  since  2004.  Canada 


is  a relatively  high  cost,  maturing  travel  destination; 
visitation  from  primary  markets  has  moved  beyond  the 
peak  growth  phase  into  a period  of  slower  growth. 
Canada  is  not  alone  in  this  situation;  many  other  mature 
tourism  destinations  such  as  Japan,  the  U.K.  and 
Germany  also  face  declining  market  share.  Improved 
air  access,  value  for  money  and  interest  in  exotic  new 
experiences  have  led  to  growth  for  destinations  such 
as  Southeast  Asia,  Africa,  Eastern  Europe,  Turkey  and 
the  Middle  East. 

That  being  said,  Canada  emerged  in  2010  with  new 
opportunities  for  increased  tourism  demand  with 
Approved  Destination  Status  from  China  and  the 
afterglow  of  Canada  hosting  the  2010  Olympic  and 
Paralympic  Winter  Games. 

For  Alberta,  the  new  Chinese  market,  new  direct  flights 
from  Japan,  recovery  of  the  U.S.  market  and  continued 
investment  in  core  overseas  and  regional  markets 
of  British  Columbia,  Alberta  and  Saskatchewan,  will 
fuel  our  growth. 


OUR  PRODUCT 

Alberta  offers  its  residents  and  visitors  diverse, 
exceptional  tourism  experiences  and  adventures, 
in  a safe  environment,  featuring  warm  western 
hospitality,  breathtaking  scenery,  natural  wonders, 
abundant  wildlife,  urban  adventures  and  four-season 
outdoor  activities. 

These  compelling,  uncontrived  and  authentic 
experiences  are  not  to  be  found  anywhere  else  in  the 
world.  Visitors  can  revel  in  experiences  that  are  unique, 
in  the  world  such  as  visits  to  stunning  national  and 
provincial  parks  and  five  of  Canada’s  15  UNESCO  World 
Heritage  Sites.  Opportunities  exist  to  play  in  nature  while 
remaining  close  to  urban  comforts  and  excitement. 

MARKETING  OPPORTUNITIES 

We  began  the  spring  of  2010  with  the  first  direct  air 
service  between  Japan  and  Alberta  in  more  than  a 
decade.  Those  Air  Canada  flights  were  running  at 
90  per  cent  of  capacity  during  the  season,  which  is  a 
strong  argument  for  Air  Canada  to  renew  the  service 
in  the  spring  of  2011.  A new  charter  service  flight  from 


Korea  in  the  summer  of  2010  performed  very  well 
and  was  96  per  cent  full  inbound  to  Alberta.  In  June, 
China  finally  gave  Canada  Approved  Destination  Status, 
providing  Alberta  with  access  to  the  largest  outbound 
tourism  market  in  the  world. 

Marketing  opportunities  also  arise  from  the  negotiated 
common  rating  pricing  from  Beijing  and  Shanghai, 
which  means  there  is  no  extra  cost  to  fly  from  China  to 
Edmonton  or  Calgary  via  the  Vancouver  gateway.  This 
same  arrangement  has  been  secured  for  Air  Canada 
flights  from  Australia  for  the  winter  of  201 0-201 1 . 

This  gives  Alberta  price  parity  with  Vancouver  and 
on  a level  competitive  playing  field  in  terms  of  airfare. 

Other  promising  market  opportunities  include  British 
Columbia  - our  largest  market  outside  Alberta  and 
emerging  markets  such  as  China,  India  and  Brazil  that 
we  will  develop  in  concert  with  industry  partners  and 
the  Canadian  Tourism  Commission  (CTC).  These  last 
three  markets  are  becoming  important,  backed  by 
growing  wealth  amongst  a burgeoning  middle  class  on 
the  one  hand,  and  liberalizing  policies  promoting  travel 
on  the  other. 


With  our  brand  journey 
underway  in  201 1 , 
Travel  Alberta  is 
perfectly  poised  with 
this  strategy  to  appeal 
to  our  target  customer. 


Alberta  offers  high-value  vacation  experiences  and 
competitive  prices  without  a provincial  sales  tax.  Value  is 
the  pre-eminent  consideration  in  today’s  tourism  market. 
The  strength  of  the  Canadian  dollar  affects  Canada’s 
international  competitiveness,  as  does  the  growing  use 
of  the  Internet  by  travellers  to  make  value  comparisons. 
Marketing  will  be  directed  at  the  value-added  features 
of  tourism  products  offered  in  the  province  targeting 
segmented  high-yield  travellers. 


With  our  brand  journey  underway  in  2011,  Travel  Alberta 
is  perfectly  poised  with  this  strategy  to  appeal  to  our 
target  customer.  Consumers  are  increasingly  seeking 
travel  opportunities  that  deliver  new  experiences,  satisfy 
curiosity  and  add  novelty  and  exoticism  to  their  lives. 
Travel  tour  operators  are  responding  to  consumer 
holiday  needs  by  introducing  a range  of  new  activities, 
experiences,  itineraries  and  tours  for  luxury  travellers. 
For  increasingly  sophisticated  travellers,  travel  is 
becoming  more  and  more  about  new  experiences  and 
adventures  for  their  own  personal  fulfillment,  while  also 
seeking  value  for  money.  Alberta  is  in  an  advantageous 
position  to  leverage  this  new  trend  in  travel  preference. 


With  Travel  Alberta’s  corporate  governance  structure, 
sustainable  funding  model,  committed  government  and 
strong  industry  relations  we  are  strategically  positioned 
to  tackle  this  work  in  all  our  markets.  We  will  work  with 
industry  to  crisply  align  ourselves  to  best  take  advantage 
of  high-yield  market  opportunities  in  the  most  cost 
effective  manner  possible. 


am  J 


TOURISM  VISITATION 

(Thousands  of  Person-Visits) 
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22,599 

22,820 

23,467 

24,053 
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Alberta  and  other  Canada  visitation  includes  both  .same  day  and  overnight  person-visits.  All  other  regions  are  overnight  person  visits  only. 
Source:  Statistics  Canada  and  Alberta  Tourism,  Parks  and  Recreation. 


Travel  Alberta’s  strategy  roadmap 


CREATE 

CUSTOMER 

INTIMACY 


BRING  BRAND 
TO  LIFE 


> Implement  a unifying 
tourism  brand  strategy 

> Tell  our  brand  story 

> Connect  brand  and  experiences 


Drive  Explorer  Quotient  segmentation 
Harness  the  power  of  social  media 


Where  are  we  today? 


$5.4  billion* 

REVENUE 

22.6  million 

VISITS' 


> Drive  marketing  alignment 

> Grow  industry  marketing  capability 

> Support  tourism,  developing 
market-ready  projects 


2009  - Latest  actual  data 
from  Statistics  Canada 


ENGAGE 

STAKEHOLDERS 
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DEFEND  AND 
GROW  BUSINESS 


> Drive  return  on  investment 

> Seize  emerging  marketing  opportunities 

> Harmonize  consumer  experience  messaging 

> Build  and  share  market  intelligence 

> Drive  visitation  from  non-domestic  markets 


Where  do  we  need  to  go? 


$6.0  billion* 

REVENUE 

25.0  million 

VISITS 


> Foster  team  collaboration 

> Nurture  innovative  leadership 

> Build  vacation  experience  expertise 


NURTURE 

ORGANIZATIONAL 

EXCELLENCE 


201 3 Targets  - Tourism, 
Parks  and  Recreation 
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from  travel  experiences  elsewhere  in  Canada  and 
around  the  world,  Travel  Alberta  is  in  the  process  of 
developing  a unifying  tourism  brand  position  and 
brand  promise.  The  strategic  intent  is  to  leverage  the 
brand  promise  and  position  as  the  foundation  of  all  our 
marketing  efforts.  •' 

ACTIONS 

1.  Implement  a unifying  tourism  brand  strategy 

Continue  to  build  upon  the  foundations  of  our  brand 
plan  to  engage  industry  and  activate  the  brand  to  select 
customer  segments  in  target  markets. 

2.  Tell  our  brand  story 

Identify,  develop  and  syndicate  stories  about  Alberta’s 
travel  experiences  that  are  on  brand  through  various 


media  channels.  This  will  be  accomplished  by 
developing  a content  strategy  that  will  lead  to 
development  of  brand  stories  about  Alberta  that  reflect 
the  variety  of  travel  experiences  that  are  important  to 
our  target  customers.  The  goal  is  to  build  a strong 
emotional  bond  with  our  target  customers  that  will 
compel  them  to  travel  again  and  again  to  Alberta  and 
experience  the  full  breadth  of  the  unique  adventures 
in  our  province. 

3.  Connect  brand  and  experiences 

Identify  and  aggressively  profile  iconic  Alberta  travel 
experiences  that  are  unique  and  differentiating  for 
Alberta’s  brand.  A program  to  select  and  market  the 
Top  50  authentic  vacation  experiences  in  the  province 
that  reinforce  our  value  proposition  will  be  launched 
in  2011. 


KEY  MEASURABLE  OUTPUTS 

2011-12 

2012-13 

2013-14 

Consumers  in  select  target  markets  aware  of 

Alberta  as  a vacation  destination  (Unaided) 

2% 

4% 

6% 

Industry  Partners  agreeing  with  brand 
positioning/promise 

70% 

70% 

70% 

Annual  visits  to  TravelAlberta.com 

2.8  million 

3.0  million 

3.2  million 

Unpaid  Media  Value 

$200  million 

$250  million 

$275  million 

BRAND  FRAMEWORK 

The  brand  framework  has  four  core  elements: 
the  first  three  establishing  the  foundation  of  our  brand 
were  developed  in  close  consultation  with  Alberta 
industry  and  the  CTC  in  2010.  The  fourth  element  is  the 
development  of  the  public  expression  of  our  brand  which 
will  come  to  life  over  the  coming  years  and  will  be 
integrated  into  all  Travel  Alberta  marketing  communications. 

1.  What  we  are? 

Authentic  experiences  in  breathtaking  landscapes 

Across  the  entire  province  of  Alberta,  we  offer  travellers 
a variety  of  authentic  experiences: 


> Urban  and  outdoor  adventures. 

> Mountain,  prairie,  northern  and  nightlife  adventures. 

> Summer  and  winter  adventures. 

Experiences  are  endless,  but  what  makes  these 
adventures  so  compelling  to  our  target  customer  is 
that  they  come  to  life  amongst  breathtaking  landscapes. 
Not  only  are  the  landscapes  varied,  the  pure  sense  of 
adventure  will  leave  visitors  yearning  for  more.  In  Alberta, 
adventure  is  authentic  and  uncontrived.  Visitors  are 
challenged  to  explore  Alberta  at  their  own  pace  and 
many  will  be  physically  and  mentally  satisfied  at  the  end 
of  an  amazing  day  in  Alberta,  but  looking  forward  to 
more  adventure  the  next  day. 


2.  Who  is  our  target  customer? 

Youthfully  spirited  adventurers 

Based  upon  extensive  consumer  research  in  our 
core  target  markets  we  identified  that  another  way 
to  categorize  "youthfully  spirited  adventurers"  is 
through  the  CTC’s  Explorer  Quotient  (EQ™).  From  this 
segmentation  tool  we  determined  that  our  primary  target 
audiences  are  the  Free  Spirit  and  Social  Samplers.  They 
are  similar  people  with  similar  views  on  travel  and  what 
it  means  in  their  lives. 

Free  Spirit  and  Social  Samplers  seize  the  day  and 
experience  the  best  of  life.  They  will  travel  to  experience 
the  next  hot  spot  on  their  bucket  list.  Travel  is  what 
they  live  for.  Travel  satisfies  their  insatiable  need  for 
the  exciting  and  exotic.  They  like  the  best  of  everything 
and  are  open  to  travelling  with  others  who  feel  the  same 
way.  They  have  a lot  of  energy  and  want  to  see  and 
do  everything  when  they  arrive  at  a new  destination. 
They  research  their  travel  destinations,  seek  trustworthy 
marketing  sources,  and  plan  trip  itineraries  around 
Top  10  or  “Best  of”  lists.  They  travel  for  the  thrill  and 
emotional  charge  of  doing  things.  Broadly  speaking, 
Alberta  appeals  to  those  who  are  youthfully  spirited 
or  young-at-heart. 


This  market  segment  is  also  more  open  to  experience 
the  full  breadth  of  the  Alberta  vacation  experience  from 
mountains  to  prairies  and  urban  to  rural. 

3.  What  we  are  promising? 

Goosebump  moments 

This  is  the  fundamental  benefit  that  Alberta  can  offer 
to  visitors  coming  here  for  a vacation.  It’s  also  a promise 
that  has  proven  to  deeply  resonate  with  Free  Spirits 
and  Social  Samplers.  It  speaks  directly  to  their  need  to 
experience  exciting  moments  on  a trip.  A goosebump 
moment  is  that  “rush”  when  you  know,  without  a doubt, 
you’re  alive.  It’s  a moment  that  is  unplanned  and  stirs  the 
soul.  While  goosebump  moments  happen  all  around 
Alberta,  they  all  have  one  thing  in  common.  They  leave 
our  visitors  saying,  “I  can’t  believe  I’m  lucky  enough  to 
be  here  right  now  and  I’ll  remember  this  moment  forever.” 
Goosebump  moments  are  those  particular  moments  in 
time  that  are  etched  in  your  memory  bank  and  become 
the  focal  point  for  vacation  storytelling  with  others.  These 
moments  live  much  longer  than  any  photograph. 
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ALBERTA’S  BRAND  AS  A VACATION  DESTINATION 

We  are  confident  that  Alberta  can  deliver  its  brand 
promise  because  the  core  characteristics  of  this 
destination  enable  goosebumps  to  naturally  occur 
in  all  four  corners  of  the  province. 

> Uncontrived:  Our  unique,  Albertan  definition  of 
authentic.  The  people  are  uncontrived,  the  beauty 
of  this  place  is  uncontrived  and  the  adventures 
are  uncontrived. 

> Possibility:  Refers  to  the  extensive  variety  of 
experiences  that  can  be  enjoyed  all  around  the 
province  over  four  seasons. 

> Breathtaking:  Refers  to  both  the  beauty  and 
majesty  of  our  landscape  (rural,  urban,  mountains, 
prairies)  and  the  personal  physical  state  experienced 
after  enjoying  the  breadth  of  adventures  we 

offer  around  the  province.  It’ll  simply  take 
your  breath  away. 

> Adventure:  We  are  not  a flop-and-drop  relaxation 
destination.  We  are  a destination  that  compels  you 
to  get  off  your  feet  and  experience  everything  our 
province  offers. 
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> Play:  Vacation  experiences  offered  around  the 
province  are  rooted  in  a youthful  and  spirited  sense 
of  play.  These  adventures  are  fun  and  challenge 
people  of  all  ages.  They  know  that  after  a day  of 
play  that  they  can  enjoy  fine  dining  and  a variety  of 
accommodations  including  luxury  resorts,  rustic 
cabins,  intimate  B&Bs,  urban  boutique  hotels  and 
a vast  array  of  campgrounds. 

4.  What  we  will  say  to  inspire  our  target 
customer  to  visit? 

We  have  just  begun  our  brand  journey  and  much 
work  still  needs  to  be  done  in  the  years  ahead.  While 
we  have  established  key  underpinnings  of  our  brand 
architecture,  the  customer  facing  message  (TV 
commercials,  online  videos,  photographs,  content/ 
stories,  tagline,  logo)  will  be  developed  in  2011  in 
partnership  with  industry.  These  elements  will  begin 
to  be  integrated  into  our  marketing  campaigns  so  that 
our  target  customer  will  come  to  understand  and  expect 
when  taking  a vacation  in  Alberta. 


A BRAND  CONTENT  STRATEGY  WILL  ENSURE 
ALL  OUR  COMMCINICATJPN  REFLECTS  OUR 
TARGET  CUSTOMERS’  INTERESTS,  LIFESTYLE 
AND  vJjpllON  EXPERIENCES^ 


CREATE  CUSTOMER 
INTIMACY 


TRAVELLER’S 
PATH  TO  PURCHASE 


We  are  building  deeper  visitor  relationships  and 
stronger  loyalty  by  matching  customers/visitors  with 
tourism  experiences  that  are  important  to  them. 

Simply  put,  we  will  work  to  deeply  understand  our 
customers  and  the  travel  experiences  they  are  looking 
for  to  match  products  and  services  to  their  needs.  The 
strategy  will  be  realized  across  multiple  channels  and  will 
enable  more  effective  management  of  our  storytelling 
efforts  through  the  “path  to  purchase”  cycle  in  the  minds 
of  our  customers.  We  want  our  potential  customers  to 
visualize  themselves  in  Alberta.  Key  to  this  initiative  will 
be  the  application  of  customer  segmentation,  which 
categorizes  our  customers  based  on  their  unique 
vacation  preferences  and  needs. 


ACTIONS 

1.  Drive  Explorer  Quotient  (EQ™)  segmentation 

Our  first  task  will  be  to  bring  domestic  and  international 
segmentation  into  alignment  so  Travel  Alberta  and 
industry  work  from  a single  segmentation  model  across 
all  markets.  We  will  identify  Alberta  travel  experiences 
that  resonate  the  most  to  the  Free  Spirit  and  Social 
Sampler  segments  in  each  market.  Our  strategy  will 
include  familiarization  tours  of  Alberta  travel  experiences 
that  resonate  most  by  market  and  integrate  EQ™  into 
existing  consumer  databases  such  as  the  Holiday  Card 
and  Adventure  Advisor.  A robust  brand  strategy  will 
ensure  all  our  communication  reflects  Free  Spirit  and 
Social  Sampler  segments  interests,  lifestyle  and 
preferred  vacation  experiences. 


KEY  MEASURABLE  OUTPUTS 

2011-12 

2012-13 

2013-14 

New  consumers  who  opt  into  Travel  Alberta 
email  database 

10,000 

15,000 

20,000 

Total  social  media  subscribers/fans 

34,000 

60,000 

88,000 
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Explorer  Quotient  Segmentation 

By  making  use  of  EQ™,  Travel  Alberta  can  align  its 
international  marketing  strategies  and  tactics  with  the 
CTC.  Travel  Alberta  will  use  this  visitor  segmentation  tool 
both  regionally  and  internationally  to  drive  increased 
visitors  to  the  province. 

Explorer  Quotient  ensures  that  the  right  message  is  being 
delivered  to  attract  the  right  consumer  to  visit  Alberta. 

Travel  Alberta  will  create  a new  intimacy  with  our  target 
customers  by  understanding  their  interests,  needs  and 
preferences.  This  tool  allows  Travel  Alberta  to  optimize 
our  marketing  investments  to  those  international 
consumers  who  are  more  likely  to  stay  longer  and 
spend  more  money  in  Alberta.  From  visuals  to  copy, 
down  to  the  right  package  and  offer,  Explorer  Quotient 
ensures  that  the  right  message  is  being  delivered  to 
attract  the  right  consumer  to  visit  Alberta. 

Travel  Alberta  will  focus  on  the  Free  Spirit  and  Social 
Sampler  segments  as  they  are  significantly  more  likely 
_i  to  say  they  will  visit  more  than  one  location  in  Alberta. 
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They  are  also  most  likely  to  tell  others  about  their  travel 
£ experiences,  both  online  and  offline. 


As  travellers,  Free  Spirits  are  primarily  defined  by  their 
constant  search  for  opportunities  for  fun  and  excitement 
in  other  places  away  from  home  and  desire  for  top-notch 
and  hedonistic  experiences  with  groups  of  friends. 

This  segment  of  travellers  aspire  to  be  extravagant, 
seeking  out  luxury,  exclusivity  and  premium  amenities 
and  services  and  are  unwilling  to  settle  for  anything  less 
than  the  best  they  can  afford.  Free  Spirits  tend  to  be 
samplers  of  their  destinations,  preferring  to  visit  the 
famous,  must-see  sites,  often  recommended  by  travel 
guidebooks,  rather  than  being  content  observing  the 
culture  around  them. 
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Travel  Alberta 
will  create  a new 
intimacy  with  our 
target  customers  by 
understanding  their 
interests,  needs  and 
preferences. 


Social  Samplers  share  many  of  the  same  travel 
values  as  the  Free  Spirits,  as  they  belong  to  the  same 
“family”  known  as  Enthusiastic  Indulgers.  Social 
Samplers  travel  regularly  and  want  to  try  a bit  of 
everything  the  destination  has  to  offer.  Organized  group 
trips  ensure  that  they  don’t  miss  any  of  the  must-see 
attractions  and  also  allow  the  opportunity  to  share 
experiences  with  fellow  travellers.  These  travellers  want 
to  ensure  they  experience  the  local  culture  and  visit 
sights  of  historical  significance.  They  don’t  mind  putting 
up  with  some  inconveniences  if  it  allows  them  to  have 
a more  authentic  experience.  Social  Samplers  have  a 
must-see  list  of  the  top  attractions  and  enjoy  nature, 
history  and  culture. 


2.  Harness  the  power  of  social  media 

By  harnessing  the  power  of  social  media  we  will 
drive  awareness  of  top  brand  experiences.  With  the 
emergence  of  the  social  web,  the  online  experience 
has  shifted  from  publishing  passive  website  content 
towards  creating,  connecting  and  exchanging  digital 
information.  The  effect  is  the  emergence  of  a large 
integrated  community  where  potential  travellers  readily 
connect  with  experienced  travellers,  where  trip  planning 


can  be  done  entirely  online  and  where  a virtual 
experience  of  your  destination  is  a mouse-click  away. 
The  goal  is  to  convert  social  conversation  to  drive  low 
cost  referrals  to  partners  and  to  make  our  brand  come 
alive  by  putting  it  in  the  hands  of  our  customers. 
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DEFEND  AND 
GROW  BUSINESS 


By  taking  a common  approach  to  strategic  market 
planning,  while  maintaining  marketing  relevance  in 
each  of  the  countries  and  regions  served,  we  will 
strive  to  be  efficient,  flexible  and  innovative. 

ACTIONS 

1.  Drive  return  on  investment  (ROI) 

Travel  Alberta  will  apply  a disciplined  marketing 
investment  strategy  to  drive  optimum  return  on 
investment  in  all  our  markets.  The  goal  is  to  align 
key  marketing  measures  by  market  and  by  tactic 
for  both  emerging  and  core  markets. 


3.  Harmonize  consumer  experience  messaging 

Travel  Alberta  will  work  to  ensure  the  PhotoA/ideo 
Library,  Contact  & Distribution  Centre  and  core  Visitor 
Information  Centres  services  are  aligned  with  this 
Business  Strategy. 


2.  Seize  emerging  marketing  opportunities 

By  capitalizing  on  in-year,  unplanned,  time  sensitive 
marketing  opportunities  using  the  Innovation  Fund, 
Travel  Alberta  can  make  incremental  gains  on  driving 
short-  and  long-term  return  on  investment  measures. 


4.  Build  and  share  market  intelligence 

The  creation  of  a market  and  insights  template  will  help 
in  the  understanding  of  markets  and  best  practices 
in  travel  trade  relationships,  media/public  relations, 
Meetings,  Conventions  & Incentive  Travel  (MC&IT), 
and  consumer  marketing. 


KEY  MEASURABLE  OUTPUTS 

2011-12 

2012-13 

2013-14 

Referrals  to  partner  sites  from  TravelAlberta.com, 
social  media  platforms  and  campaigns 

75,000 

90,000 

105,000 

Consumer  campaign  ROI  conversion  (Canada/U.S.) 

10:1 

10:1 

10:1 

Potential  room  nights  generated  by  meetings 
and  conventions  leads 

75,000 

90,000 

105,000 

GLOBAL  MARKETING  & SALES  STRATEGY 

Competitive  Intelligence 

Travel  Alberta  faces  both  opportunities  and  challenges 
for  the  upcoming  three  years.  Similar  to  Canada,  one  of 
Alberta’s  challenges  over  the  next  few  years  will  be  to 
improve  our  competitive  positioning.  Relatively  speaking, 
Canada  is  a high  cost  destination  on  the  global  stage. 
Furthermore,  on  a domestic  level  many  provinces  are 
aggressively  defending  and  promoting  their  tourism 
experiences  to  local  residents  and  neighbours  next 
door  as  the  “staycation”  trend  continues  to  expand  in 
light  of  the  uneven  economic  recovery.  Competition  from 
British  Columbia  is  fierce.  That  province  continues  to 
experience  increased  visitation  in  the  afterglow  of  the 
Olympic  Winter  Games,  providing  both  a challenge  and 
opportunity  for  Alberta.  Indeed  the  wisdom  of  going 
to  market  as  Western  Canada  in  selected  countries 
is  an  opportunity  that  bears  serious  consideration. 

High-Yield  Market  Opportunities 

Travel  Alberta’s  strategic  approach  will  ensure  world- 
class  marketing  and  sales  practices  are  aligned  with  our 
corporate  priorities.  By  taking  a common  approach  to 
strategic  market  planning,  while  maintaining  marketing 
relevance  in  each  of  the  countries  and  regions  served, 
we  will  strive  to  be  efficient,  flexible  and  innovative. 


Travel  Alberta  will  leverage  customer  insights  and  build 
upon  the  core  brand  of  the  Alberta  tourism  experience 
when  focusing  on  those  markets  and  customer 
segments  where  there  is  the  highest  potential  for  return 
on  investment.  By  leveraging  the  CTC’s  Marketing 
Investment  and  Return  on  Investment  models,  Travel 
Alberta  will  focus  on  those  markets  that  will  provide 
the  greatest  return  on  investment. 

With  the  CTC  refocussing  efforts  and  increasing 
investment  of  core  overseas  markets,  the  opportunity  for 
Alberta  is  to  harness  this  momentum  by  aligning  efforts 
more  closely  with  the  CTC  and  leveraging  the  Canada 
voice  through  both  traditional  and  non-traditional  market 
opportunities.  Where  it  makes  sense,  partnerships  will 
be  explored  with  other  provinces. 

As  part  of  our  strategy,  Travel  Alberta  has  set  aside 
$1.2  million  in  an  Innovation  Fund  to  ensure  we  fully 
capitalize  on  emerging  opportunities  in  all  markets 
and  unplanned  initiatives  such  as  the  work  on  the 
China  market. 


MARKET  HIGHLIGHTS 

Canada  short-haul 

> Collectively,  western  Canadians  account  for  nearly 
two-thirds  of  the  total  tourism  revenues  in  the  province. 

> Coming  out  of  18  months  of  recession,  we  are 
experiencing  far  less  consumer  confidence  t£an 
would  normally  be  expected.  The  depth  of  the 
recent  financial  crisis,  coupled  with  growing 
concerns  of  a fragile  recovery  has  created  a 
new  consumer  mindset.  The  emphasis  on  value 
has  increased,  and  can  be  expected  to  be  the 
deciding  factor  in  consumer  purchasing  behavior 
for  the  foreseeable  future. 

> Our  biggest  challenge  in  Canada  short-haul  is  the 
value  of  the  Canadian  dollar  which,  coupled  with  a 
relatively  stable  economy,  will  attract  Albertans  to 
travel  out  of  the  country. 

> We  will  continue  to  take  advantage  of  the  demand 
for  greater  value  coupled  with  consumer  desire  for 
holiday  alternatives  closer  to  home.  All  aspects  of 
our  marketing  will  articulate  the  value  of  an  Alberta 
holiday  by  once  again  building  clear  consumer 
benefits,  be  it  price  with  our  Holiday  Card  program, 
new  things  to  do  and  see,  or  new  ways  to  do  and 
see  the  things  visitors  like  to  do  the  most. 


Canada  long-haul 

> We  will  concentrate  consumer  marketing  efforts  in 
Ontario  based  on  research  showing  that  this  region 
has  the  highest  potential  for  travel  to  Alberta.  We 
will  continue  to  support  “business  to  business” 
marketing  within  the  MC&IT  and  travel  trade  sectors, 
along  with  a strong  media  relations  effort.  Traditional 
and  online  media  will  be  concentrated  and  intense. 

> In  all  markets,  every  effort  will  be  made  to  execute 
compact,  high-intensity  marketing  programs  to 
generate  maximum  awareness  and  intent  to  travel 
in  Alberta  during  key  holiday  periods. 

United  States 

> Our  largest  and  most  important  international  market 
is  the  United  States.  However,  the  predicted 
prolonged  recovery  from  the  economic  crisis 
continues  to  dampen  American’s  consumer 
confidence  and  overall,  U.S.  travel  intentions  remain 
soft  in  the  near  to  medium  term. 

> On  April  1,  2011,  the  CTC  will  end  all  traditional 
consumer  marketing  and  trade  activities  in  the 
U.S.  market.  In  light  of  this  development,  increased 
interest  in  partnership  marketing  and  expanded 
marketing  activities  is  anticipated. 


United  States  (continued) 

> With  the  departure  of  the  Canada  brand  in  U.S. 
consumer-based  travel  markets,  Travel  Alberta  has 
a challenge  to  gain  share  in  the  U.S.  market.  Current 
awareness  levels  tell  us  that  knowledge  of  Alberta 

is  low.  This  makes  our  efforts  to  establish  a strong 
brand  and  carefully  target  our  messages  to  our  best 
opportunities  of  crucial  importance.  This  is  where 
we  will  begin  to  make  progress  towards  our  mission 
of  growing  tourism  revenues  through  compelling 
invitations  to  experience  Alberta. 

> Americans  will  continue  to  take  vacations,  however 
on  reduced  budgets  and  the  importance  of  value 
for  money  will  remain  the  number  one  consideration 
for  Americans  planning  international  travel. 

> Consumer  plans  include  destination  awareness 
campaigns,  as  well  as  the  creation  of  platforms  for 
industry  to  push  tactical  messaging.  The  media  mix 
will  continue  to  be  predominately  online  as  this  is  the 
top  source  of  information  used  by  travellers 
throughout  the  path  to  purchase.  Offline  media  will 
be  used  for  the  destination  awareness  campaign 
based  on  the  media  consumption  habits  of  Free 
Spirits.  Beyond  the  campaigns,  Travel  Alberta  needs 
a consistent  and  more  robust  presence  within  online 
search  engine  query  results. 


> As  such,  year-round  “pay-per-click”  media  buys 
will  be  implemented  to  ensure  that  people 
searching  for  Alberta  vacations  will  find  relevant 
ads  pertaining  to  their  query  and  activating  a 
click-through  to  TravelAlberta.com.  Additionally, 
it  is  critical  to  create  synergies  between  the 
campaigns  and  Travel  Alberta’s  social  media 
channels,  so  that  campaign  traffic  can  aid  in  the 
growth  of  fans/followers  from  the  U.S.  market. 
One-to-one  communication  with  consumers  via  an 
e-newsletter  program  is  important.  Travel  Alberta  will 
continue  to  refine  our  consumer  communications, 
placing  emphasis  on  quality  subscriber  lists  and 
incentive-based  messaging. 

United  Kingdom 

> The  United  Kingdom  is  Alberta’s  largest  source 
of  European  tourists  and  revenues.  In  the  U.K.,  as 
with  many  of  Canada’s  target  markets,  the  primary 
barrier  to  visiting  Canada  is  knowledge  and  itinerary 
guidance.  In  the  initial  stages  of  the  decision  process 
there  is  a lack  of  understanding  that  Canada  offers 
all  of  the  fundamental  prerequisites  for  a satisfying 
vacation  trip,  beyond  nature.  During  the  later  stages 
there  remains  a lack  of  vacation  packaging  ideas 
(what  the  focal  points  should  be,  where  and  involving 
what  type  of  accommodation  and  activities). 


The  overseas 
markets  represent 
the  highest  yield 
market  opportunities 
for  Alberta. 


> Britain’s  recently  increased  Air  Passenger  Duty  for 
outbound  travellers  has  made  travel  to  Canada  more 
expensive.  The  current  mood  in  the  U.K.  is  prompting 
travellers  to  look  for  authenticity  in  their  travel  choices. 
Travel  Alberta  will  put  greater  emphasis  on  introducing 
new  activities  into  these  industry  tools  and  supporting 
tour  operators  that  bring  them  to  market. 

> Travel  Alberta  will  work  to  develop  elements  of  its 
website  to  ensure  that  it  is  of  more  practical  help 
on  the  path  to  purchase.  We  need  to  empower 
consumers  to  feel  as  though  they  are  in  charge 
of  their  own  choices. 


Germany 

> Competition  for  the  German  traveller  will  continue  to 
be  fierce.  Unlike  many  European  countries,  Germany 
has  emerged  from  the  global  recession  in  a strong 
economic  position  and  outbound  travel  continues 

at  a healthy  pace. 

> One  big  challenge  for  marketing  Alberta  in  the 
German  market  will  be  to  continue  to  emphasize 
differentiation.  Alberta  enjoys  an  image  as  authentic, 
unique,  exciting  and  worth  the  cost  as  a travel 
destination  since  it  offers  extraordinary  value 

and  unique  personal  experiences.  Consumers 


will  be  targeted  in  joint  promotions  with  the  CTC 
and  Tourism  British  Columbia  in  this  market. 
Opportunities  with  airlines  serving  Alberta  gateways 
will  be  leveraged  and  stronger  partnerships  formed 
with  the  travel  trade. 

Netherlands 

> Beginning  in  2009,  KLM  Royal  Dutch  Airline/Air 
France  started  non-stop  service  between  Calgary 
International  and  Amsterdam's  Schiphol  Airport. 

KLM  will  be  increasing  their  capacity  into  Calgary 

in  2011  and  are  reporting  that  advance  bookings  are 
up  year-on-year.  Reviewing  the  first  year’s  campaign 
efforts  and  results  to  date,  this  new  Travel  Alberta 
partnership  has  proven  to  be  a great  success. 

The  strategy  into  this  market  is  continue  this  work 
leveraging  the  in-market  sales  network  of  KLM  and 
other  airlines  and  forming  stronger  partnerships  with 
the  travel  trade  and  key  tour  operators. 

Japan 

> A more  positive  environment  is  expected  in  2011  in 
the  Japan  market,  with  a capacity  increase  through 
Air  Canada  launching  the  new  Haneda/Vancouver 
flight.  As  part  of  their  efforts  to  maximize  load  factor 
on  this  flight,  Air  Canada  is  offering  common  rating 
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to  both  Calgary  and  Edmonton  for  the  Haneda/ 
Vancouver  flight.  For  Alberta,  non-stop  direct 
flight  from  Narita  to  Calgary  will  continue  to  be 
serviced.  To  take  full  advantage  of  this  positive 
environment,  aggressive  marketing  efforts  through 
consumer  campaigns,  featuring  branded  imagery, 
with  a focus  on  targeted  product  for  selected  EQ™ 
types  are  planned. 

Australia 

> Australians  need  a compelling  reason  to  justify  a trip 
to  Alberta  when  there  are  closer,  more  economical 
and  more  desirable  options.  Strategies  for  the 
Australia  market  include  leveraging  the  in-market 
sales  network  of  Air  Canada  and  other  airlines, 
forming  stronger  partnerships  with  the  travel  trade 
and  further  developing  CTC  partnerships. 

> Although  Australia  is  a market  of  high  social  media 
use,  long-haul  travel  is  still  predominantly  sourced 
and  booked  through  a travel  agent,  making  the  travel 
trade  our  most  powerful  resource  in  brand  delivery. 

China 

> While  Canada  has  received  Approved  Destination 
Status  (ADS)  from  China  (June  24,  2010),  the  market 
is  still  in  its  infancy.  As  Travel  Alberta  works  to  gain 

a foothold  in  the  market,  the  first  step  requires 


investments  made  purely  to  maximize  exposure 
in  the  market.  Travel  Alberta  and  Destination 
Marketing  Organization  (DMO)  partners  have  worked 
collaboratively  with  our  industry  as  a unified  team  to 
develop  the  Chinese  market.  Travel  Alberta  will  align 
marketing  efforts  with  CTC  Beijing,  airlines  and  tour 
operators,  to  increase  visitor  numbers  into  Alberta 
and  grow  market  share. 

The  strength  of  favourable  relations  with  Chinese  / 
travel  trade  and  media  gives  us  the  opportunity  to 
grow  in  a stable  manner.  Among  new  initiatives, 
Travel  Alberta  has  built  a new  Chinese  website 
hosted  in  China.  In  addition  to  this  website,  Travel 
Alberta  will  leverage  social  media  websites,  to  build 
various  touch-points  around  the  engagement 
platform  that  will  drive  traffic  back  to  the  website, 
promoting  tour  operator  partner  packages,  but  also 
spread  the  word  about  the  brand  and  start 
conversations  among  followers. 

It  will  be  of  crucial  importance  to  partner  with  the 
right  tour  operators  in  China  and  Receptive  Tour 
Operators  in  Canada  to  avoid  the  discount  vacations 
and  price  erosion  faced  by  other  ADS  countries. 


Alberta  enjoys  an  image  as  authentic,  unique,  exciting  and  worth  the  cost 
as  a travel  destination  because  it  offers  extraordinary  value  and  unique 
personal  experiences. 


EMERGING  MARKETS 

South  Korea 

> The  strategy  for  growing  business  in  the  South 
Korean  market  involves  closer  partnering  with  airlines 
on  Canada  direct  marketing  campaigns,  forming 
stronger  partnerships  with  the  travel  trade  and 
generating  consumer  awareness  of  Alberta  through 
consumer  and  trade  promotions. 

India 

> With  India  being  the  fastest  growing  economy  and 
second  largest  population  in  the  world  after  China, 

it  is  set  to  play  an  increasingly  important  role  in  global 
economic  activity.  India’s  emerging  middle  class 
(which  is  forecast  to  increase  tenfold  by  2025) 
is  expanding  its  consumption  with  long-haul  travel 
being  of  significant  interest  to  the  upper  middle  class. 
Travel  Alberta’s  marketing  plan  for  India  will  align 
closely  with  the  CTC  Market  Entry  Strategy. 

> We  will  need  to  be  disciplined  and  rigorous  in  our 
approach  to  determine  a competitive  advantage 
for  Alberta.  Travel  Alberta’s  investment  in  the  India 
market  will  be  based  on  CTC  partnerships  and  trade 
visits.  Travel  Alberta  will  work  closely  with  CTC  in 
2011  to  develop  a longer-term  plan  for  this  market. 


Brazil 

> With  increased  disposable  income,  Brazilians  have  a 
desire  to  travel  and  are  turning  to  overseas  vacations 
to  explore  new  and  intriguing  places.  It  is  estimated 
in  2011  that  Alberta  will  realize  8,000  person  visits 
from  Brazil  spending  an  estimated  $8.8  million. 

> Travel  Alberta’s  marketing  plan  for  Brazil  will 
align  closely  with  the  CTC  Market  Entry  Strategy. 

Our  strategy  will  be  to  track  the  CTC  and  other 
Canadian  destinations,  monitor  CTC’s  programs 
and  look  to  partner  where  it  is  appropriate  to  do  so. 

Mexico 

> Mexico  will  continue  to  be  a challenge  due  to 
Canadian  visa  requirements  for  Mexicans  entering 
Canada.  Deterioration  of  traffic  is  expected  to  level  off 
and  ultimately  depends  on  the  continuing  operation 
of  direct  air  service  to  Calgary.  Travel  Alberta  will 
continue  to  support  operators  involved  in  the 
Mexican  market  and  will  work  with  the  CTC. 
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WE  WILL  CREATE  A UNIFIED  TEAM  ALBERTA 
VOICE  IN  THE  MARKETPLACE  BY  ALIGNING 
THE  ACTIVITIES  OF  THE  CANADIAN  TOURISM 
COMMISSION,  DESTINATION  MARKETING 
ORGANIZATIONS  AND  TOURISM  DESTINATION 
REGIONS  TO  DRIVE  VISITATION  TO  ALBERTA. 


ENGAGE  STAKEHOLDERS 


Many  Alberta  tourism  operators  seek  the  guidance 
of  Travel  Alberta  to  help  them  choose  the  strategies 
and  tactics  to  use  to  grow  their  businesses.  Many 
operators  are  facing  uncertainty  as  to  how  to  compete 
without  eroding  their  current  market  position. 

Travel  Alberta’s  team  of  Industry  Consultants  assist 
tourism  operators  in  understanding  how  the  value  = 
benefit/price  equation  relates  to  their  particular  business 
and  geographic  market.  Stakeholder  engagement  will 
be  taken  to  a new  level  by  extending  the  reach  of  the 
Tourism  Workshops  by  moving  content  online. 


ACTIONS 

1.  Drive  marketing  alignment 

We  will  create  a unified  Team  Alberta  voice  in  the 
marketplace  by  aligning  the  activities  of  the  CTC, 
DMOs  and  Tourism  Destination  Regions  (TDRs) 
to  drive  visitation  to  Alberta. 

Travel  Alberta  will  ensure  all  TDR  investments  reflect 
brand  experiences  and  align  to  Travel  Alberta’s 
Marketing  Strategy. 

Travel  Alberta,  the  CTC  and  DMOs  will  come  to 
an  agreement  regarding  lead  roles  in  each  market. 


KEY  MEASURABLE  OUTPUTS 

2011-12 

2012-13 

2013-14 

Co-operative  marketing  support 
(Partner:  Travel  Alberta  investments) 

1:1 

1:1 

1:1 

Client  satisfaction  with  Travel  Alberta 

65% 

67% 

70% 

Partners  participating  in  learning  opportunities 

2,300 

2,500 

2,700 
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2.  Grow  industry  marketing  capability 

We  will  engage  and  empower  industry  through  various 
outreach  and  education  efforts  to  ensure  they  see  value 
in  our  strategy  and  our  services.  Travel  Alberta  will 
work  to  be  considered  an  educational  leader  in  tourism 
strategy  development  and  marketing. 

3.  Support  Tourism,  Parks  and  Recreation 
tourism  development  market-ready  projects 

We  will  advise  Tourism,  Parks  and  Recreation  on 
those  products  and  experiences  that  would  be  most 
consistent  with  our  brand  and  demanded  by  our  target 
consumers  by  market  and  drive  awareness  and  visits 
to  create  “brand”  experiences  that  achieve  world  class 
recognition  by  consumers  and  trade. 

INDUSTRY  CONSULTATION 

Travel  Alberta  Industry  Consultants  assist  and  guide 
industry  partners  through  one-on-one  meetings  and 
group  settings.  The  consultants  develop  strong,  ongoing 
relationships  with  industry,  understand  their  current 
needs  and  recommend  strategies  to  help  them  achieve 
their  marketing  and  sales  goals. 


New  and  existing  partnerships  of  industry  stakeholders, 
including  government  departments,  TDRs,  DMOs, 
industry  consortia  and  individual  operators  will  be 
facilitated  by  Travel  Alberta. 

Consultants  also  assist  industry  partners  in  developing 
marketing  plans  and  programs  and  encourage  them 
to  take  advantage  of  Travel  Alberta’s  marketing 
opportunities. 

The  goal  of  the  industry  consultation  program  is 
to  develop  Travel  Alberta  as  the  first  resource  that 
Alberta’s  tourism  industry  operators  consider  when 
they  are  looking  for  marketing  advice,  information 
and  education  programs. 

Each  consultant  is  regularly  in  the  field  in  his  or  her 
region,  meeting  members  of  the  tourism  industry  at  their 
businesses  and  learning  first-hand  the  experiences  that 
are  offered  and  the  challenges  that  are  faced. 


32 


tm 


The  consultants  also  work  closely  with  DMQs,  operators 
and  consortia  on  marketing  tourism  experiences. 

The  Industry  Consultants  foster  learning  opportunities, 
networking  opportunities  and  cooperation  across  all 
levels  of  the  Alberta  tourism  industry. 

In  2011,  the  Industry  Consultants  will  incorporate 
research  and  results  from  the  Travel  Alberta  brand 
development  into  their  education,  communication  and 
consultation.  This  will  provide  multiple  channels  for 
industry  to  learn  about  the  brand  and  consider  how 
they  can  position  their  product,  consortium  or  region 
to  align  with  the  provincial  tourism  brand. 

INDUSTRY  RELATIONS  PROGRAM 

Travel  Alberta’s  Industry  Consultants  work  closely  with 
ail  parts  of  the  Alberta  tourism  industry  to  strengthen  the 
industry’s  market  readiness  and  marketing  capabilities. 
This  team  is  the  main  source  for  consultation  services 
and  education  programming. 
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The  team  assigns  responsibility  for  specific  regions  to 
individual  Industry  Consultants.  Each  consultant  assists 
industry  representatives  and  consortia  with  advice  on 
all  aspects  of  tourism  marketing  including: 

> developing  marketing  plans  and  programs. 

> providing  ongoing  feedback,  coaching  and 
assistance  to  operators  in  understanding  and 
responding  to  changing  consumer  trends. 

INDUSTRY  EDUCATION 

The  goal  of  the  education  program  is  to  develop  and 
deliver  timely  and  relevant  learning  opportunities  that 
grow  or  increase  marketing  capacity,  effectiveness  and 
business  results  of  industry  partners.  This  program 
also  provides  opportunities  to  inform  operators  about 
marketing  resources  that  are  available  to  them  through 
Travel  Alberta  and  other  organizations. 

The  key  components  of  the  program  are:  the  Growing 
Rural  Tourism  Conference,  Tourism  Leadership 
Symposium,  Travel  Alberta  Speakers  Series,  Travel 
Alberta  Industry  Conference,  Industry  Sector  Specific 
Learning  and  Tourism  Marketing  Education  Series. 


LEVERAGED  (CO-OPERATIVE)  MARKETING  SUPPORT 

Co-operative  marketing  funding  will  continue  to  be  made 
available  to  the  province’s  tourism  industry,  principally 
through  Travel  Alberta’s  six  TDRs.  Locally  governed  TDRs 
are  fundamental  components  of  the  tourism  marketing 
framework  that  are  funded  by  Travel  Alberta.  Co-operative 
marketing  investment  is  especially  important  for  tourism 
operators  in  rural  Alberta  who  generally  market  with 
smaller  budgets,  while  some  industry  partners  have 
growing  marketing  budgets  and  seek  assistance. 

SUPPORT  TOURISM  DEVELOPMENT  INVESTMENTS 

Marketing  development  projects  are  facilitated  by  Travel 
Alberta’s  Regional  Marketing  Consultants  who  work  in 
conjunction  with  TPR  and  other  government  departments 
(Alberta  Agriculture  and  the  Northern  Alberta  Development 
Council).  We  create  new  product  clusters  and  strengthen 
co-operation  between  industry  operators.  Marketing 
development  projects  lay  the  foundation  for  the  partners 
involved  in  the  initiative  to  become  marketing  partners 
for  Travel  Alberta  in  the  future. 

Recent  examples  of  marketing  development  projects 
include  Canadian  Badlands,  Aboriginal  Tourism, 

Culinary  Tourism  and  Northern  Birding. 


34 


INDUSTRY  PARTICIPATION  PROGRAMS 

Tourism  operators  in  Alberta  have  the  opportunity 
to  participate  in  multiple  consumer  campaigns  and 
marketing  activities  targeted  to  all  of  Travel  Alberta’s 
geo-markets. 

> On  a regional  basis,  tourism  operators  in  2011-2012 
wiii  have  the  opportunity  to  invest  in  Travel  Alberta’s 
“Stay”  campaign,  the  Holiday  Card  initiative,  and 
the  B.C.  Campaign.  At  little  cost,  tourism  operators 
can  participate  in  multiple  communication  efforts 
including  e-newsletters,  direct  mails  and  presence 
on  TravelAlberta.com. 

> In  our  long-haul  Canada  and  international  markets, 
tourism  partners  will  have  the  opportunity  to  buy 
into  a series  of  opportunities  including  travel  trade 
campaigns  with  key  tour  operators  and  our  consumer 
marketing  campaigns. 

> MC&IT  will  continue  to  be  a prominent  channel  in  this 
strategy.  We  will  protect  and  build  the  core  long-haul 
Canada  market  through  in-market  representation 
based  in  Ottawa,  in-market  events,  facilitating  an 
Alberta  brand  at  tradeshows,  providing  market 
intelligence  and  through  lead  generation. 


CALENDAR  OF  OPPORTUNITIES 

Travel  Alberta  publishes  annual  marketing  opportunities 
calendars  that  offer  both  buy-in  and  free  opportunities  to 
industry  to  participate  in  hundreds  of  marketing  initiatives 
regionally,  internationally  and  through  the  TDRs. 


35 


5 NURTURE 

ORGANIZATIONAL 

EXCELLENCE 


Travel  Alberta  is  continuing  on  its  journey 
towards  organizational  excellence  through  team 
member  engagement,  process  improvement, 
operational  efficiencies  and  building  a strong 
organizational  culture. 


Accountability  for  the  effective  stewardship  of  the 
Tourism  Levy  is  of  paramount  importance  and"' 
continuing  to  deliver  five  per  cent  cost  efficiencies 
on  operational  expenditures  will  again  be  the  focus. 
Making  sure  every  dollar  spent  is  spent  wisely  will 
ensure  that  Travel  Alberta  achieves  its  goal.  Not  only 
will  accountability  on  spending  be  a main  focus,  areas 
for  continuous  process  improvement  will  be  explored 
and  implemented.  Being  able  to  do  more  with 
our  resources  will  position  Travel  Alberta  for  future 
success  as  it  strives  for  organizational  excellence. 


KEY  MEASURABLE  OUTPUTS 

2011-12 

2012-13 

2013-14 

Operating  cost  efficiencies 

4% 

3% 

2% 

Team  Member  Engagement  Index 

64% 

67% 

70% 
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ACTIONS 

1.  Foster  team  collaboration 

We  will  establish  cross  business  unit  best  practices 
and  implement  to  meet  our  business  objectives. 

These  processes  efficiencies  will  be  realized  without 
sacrificing  quality  or  delivery. 

2.  Nurture  innovative  leadership 

Travel  Alberta  will  develop  and  implement 
communication,  performance,  learning  and  development 
and  internal  branding  programs  to  empower  individual 
passion  and  build  inspirational  leadership  as  one  team. 

3.  Build  internal  experience  expertise 

We  will  encourage  and  support  Travel  Alberta  team 
members  to  become  more  educated  on  the  vast  array  of 
tourism  experiences  in  our  province.  Team  members  will 
connect  with  industry  through  workshops,  seminars  and 
familiarization  tours.  The  goal  is  for  every  member  of  the 
Travel  Alberta  team  to  become  fully  educated  about  our 
industry  and  our  brand. 


PEOPLE  STRATEGY 

To  reach  our  team  member  engagement  index  goal, 
we  have  created  a grassroots  people  strategy,  rich  in 
meaningful  programs:  communication,  performance 
planning,  learning  and  development  and  internal 
branding  are  the  four  pillars  of  this  strategy.  Our 
mission  is  to  empower  individual  passion  and  build 
inspirational  leadership  as  one  team. 

COMMUNICATION 

Clear,  effective  and  meaningful  communication  is  the 
cornerstone  of  Travel  Alberta’s  People  Strategy  and  is 
the  first  step  in  driving  alignment.  We  have  established 
various  means  for  improving  two-way  communication 
with  our  team  members.  By  building  leadership 
throughout  the  business,  all  team  members  are 
responsible  and  accountable  for  contributing  to 
a team  that  shares,  asks  and  listens. 


Communication 
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PERFORMANCE  PLANNING 

The  Performance  Plan  and  process  focuses  the  way 
we  do  our  work  at  Travel  Alberta.  Whatever  position 
we  hold,  location  we  work  in,  or  expertise  we  contribute 
to  our  job,  the  Performance  Plan  and  process  provide 
guidelines  for  individual  and  organizational  success. 

It  provides  an  understanding  of  the  link  between  a 
team  member’s  contribution  and  Travel  Alberta’s 
Key  Measurable  Outputs  in  this  Business  Strategy. 

LEARNING  & DEVELOPMENT 

Understanding  the  operations  and  goals  of  all  Travel 
Alberta  business  units  is  crucial  to  understanding 
what  needs  to  be  done  to  meet  our  objectives.  Through 
cross  training  as  well  as  sharing  experiences  and 
knowledge  within  the  team,,  we  build  organizational 
capacity  to  make  more  effective  decisions  and  to 
work  smarter.  In  2011,  Travel  Alberta  will  also  establish 
a corporate  learning  and  development  fund  that  will 
allow  us  to  match  high  performing  team  members 
with  growth  opportunities. 


INTERNAL  BRAND 

The  Travel  Alberta  brand  is  the  marketing  bedrock 
and  fundamental  to  everything  we  do.  Internally, 
our  people  brand  is  just  as  crucial.  Team  members 
know  who  we  are  and  where  we  are  going. 

We  understand  and  align  to  our  Team  Principles  and 
Corporate  Values  and  believe  in  our  brand. 

Travel  Alberta  team  members  are  recognized  for  living 
our  values  and  principles. 
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corporate  scorecard 


2011-12 

(Target) 

2012-13 

(Target) 

Consumers  in  select  target  markets 
aware  of  Alberta  as  a vacation 
destination  (Unaided) 

2% 

Industry  Partners  agreeing 
with  brand  positioning/promise 

70% 

70% 

j Annual  visits  to  TravelAlberta.com 

2.8  million 

3.0  million 

Unpaid  Media  Value 

$200  million 

$250  million 

New  consumers  who  opt  into 
email  database 

10,000 

15,000 

Total  social  media  subscribers/fans 

34,000 

60,000 

Referrals  to  partner  sites  from 
TravelAlberta.com,  social  media 
platforms  and  campaigns 

75,000 

90,000 

Campaign  return  on  investment 
conversion:  Canada  and  United  States 

10:1 

10:1 

Potential  room  nights  generated  by 
meetings  and  conventions  leads 

75,000 

90,000 

Co-operative  marketing  support 
(Partner:  Travel  Alberta  investments) 

1:1 

Client  satisfaction  with  Travel  Alberta 

65% 

67% 

Industry  participation  in 
learning  opportunities 

2,300 

2,500 

Operating  cost  efficiencies 

4% 

3% 

Team  Member  Engagement  Index 

64% 

67% 
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2013-14 

(Target) 


70% 

3.2  million 
$275  million 
20,000 
88,000 

105,000 


10:1 

105,000 

1:1 

70% 

2,700 

2% 

70% 


financial  overview 


A five-year  Memorandum  of  Understanding  between  Travel  Alberta 
and  the  Minister  of  Tourism,  Parks  and  Recreation,  determines 
the  allocation  of  funding  for  provincial  tourism  marketing  and 
development  programs. 


FUNDING 

Funding  is  based  on  receipts  of  the  four  per  cent 
Tourism  Levy  collected  by  hotels,  lodges  and  other 
accommodations  and  remitted  to  the  Government  of 
Alberta  under  the  terms  of  the  Alberta  Tourism  Levy  Act. 

Travel  Alberta  funding  for  2011-12  is  $46.5  million, 
based  on  Tourism  Levy  revenues  collected  during  the 

2009- 10  fiscal  year.  Tourism  Levy  revenues  are  forecast 
to  hold  steady  over  the  next  three  years  but  represent 

a significant  drop  from  the  funding  levels  in  the  two 
preceding  years. 

SUSTAINABILITY 

In  anticipation  of  that  future  funding  shortfall,  Travel 
Alberta  created  a sustainability  fund  of  approximately 
10  per  cent  of  total  revenues  for  the  2009-10  and 

2010- 11  fiscal  years.  Beginning  in  the  2011-12  fiscal 
year,  Travel  Alberta  will  draw  down  on  this  sustainability 
fund  to  help  offset  revenue  shortfalls  which  will,  in  turn, 
mitigate  budget  impact  on  future  marketing  programs. 


Budget  201 1-1 2 

Estimate  201 2-1 3 

Estimate  2013-14 

Tourism  Levy1 

$46,499,000 

$47,400,000 

$49,000,000  j 

Investment  Income 

296,000 

296,000 

296,000  j 

Sustainability  Fund 

6,637,000 

4,626,000 

0 j 

Total  Revenues 

$53,432,000 

$52,322,000 

$49,296,000 

Marketing 

$40,197,000 

$39,401,000 

$36,568,000 

Innovation  Fund 

1,200,000 

1,200,000 

1,200,000 

Tourism  Destination 
Regions 

7,095,000 

7,095,000 

7,095,000 

Corporate  Operations 

4,940,000 

4,626,000 

4,433,000 

Total  Expenses 

$53,432,000 

$52,322,000 

$49,296,000 

1 Source:  Tourism,  Parks  and  Recreation 


ACCOUNTABILITY 

The  Travel  Alberta  Act  stipulates  that  the  auditor  for 
Travel  Alberta  is  the  Auditor  General  for  Alberta.  An 
audit  committee  of  the  Board  provides  governance  over 
financial  matters  and  reporting. 
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< DEGREE  OF  IMPACT  ► 

LOW  MODERATE  HIGH  EXTREME 


risk  management 


Travel  Alberta  has  identified  a number  of  risks  for  which 
scores  and  mitigation  strategies  have  been  developed. 


Economic  - The  risk  that  significant  unexpected 
changes  take  place  in  the  economic  environment 
in  which  Travel  Alberta  operates. 

Industry/External  environment  - The  risk  that 
significant  changes  in  the  external  environment  impact 
Travel  Alberta  in  an  adverse  manner. 

Financial  - The  risk  surrounding  the  predictability  of 
the  Tourism  Levy. 

Strategic  Alliance  - The  risk  that  Travel  Alberta  does 
not  effectively  collaborate  with  municipal,  provincial  or 
federal  departments/agencies. 

Stakeholder  Satisfaction  - The  risk  that  there  is  a 
disconnect  between  Travel  Alberta’s  programs  and 
Industry  stakeholders’  expectations,  resulting  in  Travel 
Alberta  not  providing  the  desired  products  and/or 
services. 

Retention  and  Succession  Planning  - The  risk  that 
Travel  Alberta  is  not  able  to  retain  Team  Members  and 
does  not  plan  effectively  for  replacements  or  retiring 
Team  Members. 


LEVEL  OF  RISK 


Air  Access  - The  risk  that  insufficient  Air  Access 
impedes  travel  to  Alberta. 
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Member  3> 4 


Counsel,  FMC  Law 


Corporate  Director 


DAVID  BAYNE 

Members,  3 


(Retired)  Fairmont  Hotels 
and  Resorts 


BRYON  DICKIE 
Member 
Chair  2 


(Retired)  Senior  Principal 
and  Director  of  Marketing, 
KPMG 


JAN  FISHER 
Member2. 3 
Chair3 


(Retired)  Vice  President, 
Marketing,  Servus 
Credit  Union 


STEVEN  GLOVER 

Member 

Chair  1 


Chief  Financial  Officer, 
Western  Plains 
Petroleum  Ltd. 


RUTH  KELLY 
Member1. 2 


RICK  LELACHEUR,  BILL  WERRY 

Member1.2  Member1 


BRUCE  OKABE 
Ex-Officio 


President,  Venture 
Publishing  Inc. 


President,  CEO  and 
COO,  Edmonton  Eskimos 
Football  Club 


Deputy  Minister, 
Alberta  Tourism, 
Parks  and  Recreation 


Chief  Executive  Officer 
Travel  Alberta 


1 Audit  Committee 

2 Business  Strategy  Committee 

3 Governance  Committee 

4 Directors  Evaluation,  Education 
and  Nominating  Committee 


travel  alberta  team 


Canada 


JENNIFER  ANDERSON  NOELLE  AUNE  OLIVIA  BAE  CAROLYN  BAILEY  ANGELA  BLANCHARD  BRITT  BLUM 

KATHRYN  BOHNET  JODIE  BOND  DANA  BOYLE  DON  BOYNTON  CHRISTINE  CATHRO  ROYCE  CHWIN 

LIZZIE  DOYLE  DEBORAH  DRISDALE  FLORIN  DUDESCU  MARTY  EBERTH  DARLENE  FEDOROSHYN  SUSAN  FEKETE 

JULIE  FOSTER  ANNETTA  GRANT  SHELLEY  GROLLMUSS  WADE  HARPER  CHRISTINE  HAUB  JENNIFER  HOLLY 

LEANNE  HOWARD  LIZ  JAMES  KIMBERLEY  JEANNOTTE  SIKIN  KARA  KAREN  KELLER  PHIL  KLASSEN 

KYLA  KNUDSON  MISAE  KONISHI  LANA  KULEBA  CHRISTOPHER  LAMB  CARLY  LAMOUREUX  SANDIP  LALLI 

BRYAN  LEUNG  KELLY  LEWIS  LISA  LIMA  JUDY  LOVE-RONDEAU  ROBERTA  MACLEOD  STEPHANIE  MADY 

JON  MAMELA  JIM  MARSHALL  JENNIFER  MCDONALD  CHRIS  MCNELLY  CHANDELLE  MEYER  SIMONE  MOORE 

AMANDA  NEWBY  DE  SAULLES  BRUCE  OKABE  MITO  OTA  JOANNE  PINKNEY  COLLEEN  REED  SHALANE  RIDSDAL 

KAYLEY  SAMELA  MARTINA  SCHAFER  JULIA  SHELLEY  DAVID  SHORTT  BRIAN  SLOT  CHRISTOPHER  SMITH 

NANCY  SMITH  KAREN  SOYKA  CAMERON  SPENCE  MARNEY  ST.  JOHN  MARY  STRETCH  TREVOR  TESSIER 

^ STEVE  THOMAS  JASMINE  THOMPSON  JAN  TOLLE  MACDONALD  ERICA  ULRICH  CERVANTES  TWYLA  URSAKI 
> 

< 

l JANE  USHER  DENNIS  VAN  HORN  JOSEPH  VOLK  ANH  VU  KAREN  WARD  RACHEL  WILSON  DON  WILSON 

CO 

I RICHARD  WONG  MARIA  YANG  KARRIE  ZAZULA 
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EXCELLENCE 


DRIVES  EVERYTHING  WE  DO 


WE  EMBRACE 


TEAMWORK 


WE  FOSTER 


INNOVATION 


WE  PLAN  AND  ARE  ACCOUNTABLE  FOR 


SUITS 
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FSC 

www.fsc.org 


MIX 

Paper  from 
responsible  sources 

FSC®  C005563 


Canada  1*1 


Edmonton 

802  Oxford  Tower 
102235-101  Street 
Edmonton,  Alberta 
Canada  T5J  3G1 


Calgary 

400,  1601  -9  Avenue  SE 
Calgary,  Alberta 
Canada  T2G  0H4 


T:  403.648.1000 
E:  info@TravelAlberta.com 
W:  TravelAlberta.com 


